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Doing business in Japan is not without its 
challenges, and as with most things in business, 
it pays to do your research and be prepared. 


Japan has made a name for itself as a nation that prizes 
quality and exactness, as well as politeness and being 
humble. But along with fastidiousness comes strong 
commitment and loyalty in business relationships. 
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4.1 Supply chain 


There are several different roads into the Japanese 
market, each one may suit wine businesses at varying 
stages of their export journey, depending on their 
market objectives. 


A wine business may choose to engage an export 
merchant or broker to assist them in entering the 
Japanese market. Export merchants can be the 

right choice if you are a small business with minimal 
resources, or a company new to export who may not 
have the skills and experience required. Generally based 
in Australia, export merchants have strong ties with the 
countries they do business in, or in a particular market 
segment in that country. Engaging an export merchant 
minimises some risks, as the merchant typically 
purchases the product in Australia, ships, insures and 
deals with all payments. It does add another link in the 
chain so will, of course, reduce net profit. 


“Brokers can work quite well 

depending on the size of your 

business and where you want to 

focus your business. You can treat 

them essentially as part of the staff, and 


that can play a part in the wine company’s 
development. (Whether to use a broker or 

not) comes down to cost effectiveness.” 

James Lindner, Family Proprietor/ Sales & Marketing 


at Langmeil Barossa (click to listen to audio] 





Another option is to engage an agent to seek out 
potential clients for your product. Agents do not take 
ownership of goods and can be paid a salary, retainer 
or commission, or a mix of all three. Agents are 
generally based in-market and often represent several 
complementary product lines. Advantages of engaging 
an agent are often about control - control over branding, 
marketing and pricing. But with control comes more 
work, time, effort and risk. For example, significant 
support is usually required for a successful agent/client 
relationship, and the work of fulfilling orders directly to 
customers and obtaining payment also falls to the wine 
business. Agents tend to have smaller product ranges 
than distributors, so they may have the time to focus 
their efforts on your products, but they also may have 
fewer resources. Working through agents also offers 


less protection from the risk of non-payment, currency 
fluctuations, product rejections and warranty claims. 
You run the risk that a poor agent may undermine your 
marketing efforts and reputation, or a good agent being 
poached by a competitor resulting in lost market share. 


Engaging an in-market distributor is the most common 
way wine businesses get their products into the hands 
of Japanese consumers. Distributors pay the wine 
business for goods and take ownership of them, before 
heading to market to resell. Distributors are usually 
performance-driven, have strong market knowledge and 
often provide wine businesses with after-sales services 
(e.g. marketing). Distributor margins are generally higher 
than agent fees vii as they take on greater risk and have 
more considerable costs (e.g. storage). Researching 
your potential distributor’s performance history and 
ensuring that they are not carrying too many competing 
product lines will improve the successful sale of your 
product. Do your research to determine the true value of 
your product in the Japanese market before you enter 
into any contract negotiations. Marketing strategies 
need to be discussed with a potential distributor to 
ensure their approach suits your brand image. 


quite particular. They do a lot of 

homework on you before they 

distribute with you, and then even 

once they've decided to distribute with you, 
they'll want to meet with you several times, 


“(Japanese distributors) are ) 


they'll want to review your facilities, how 
you operate. They want to be absolutely 
sure you can deliver a consistent product 
and that you're a good partner.” 

Sam Holmes, General Manager Asia Pacific, 


Negociants International (click to listen to audio) 





Some larger trading companies deal with local 
wholesalers who play an important role in making 
frequent small-lot deliveries to retail shops with limited 
storage space, a common problem in Japan. It is also 
becoming more common for major retail chains to source 
wine directly from overseas or domestic wine suppliers to 
increase efficiency in distribution and cut costs. 
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Some larger trading companies deal with local 
wholesalers who play an important role in making 
frequent small-lot deliveries to retail shops with limited 
storage space, a common problem in Japan. It is also 
becoming more common for major retail chains to source 
wine directly from overseas or domestic wine suppliers to 
increase efficiency in distribution and cut costs. 


When choosing an agent or distributor, it is essential 

to ascertain whether you can establish a close working 
relationship with them, as you must be able to build 
high levels of trust and communicate regularly. Before 
making a final choice, if at all possible, meet with your 
potential partner in-market. This allows you to observe 
their everyday interactions, get to know them personally, 
and better ascertain their knowledge base. Also, ask 
your potential business partner for trade references and 
consider using a professional credit-checking agency to 
confirm their financial stability. 


When assessing potential agents or distributors, 
some initial questions to ask are; 


s What is their distribution structure? Do they 
sub-contract local wholesalers, and if so, what 
fees are involved? 

e What is their experience and their track record? 

* Do they have good networks and contacts? 

* Do they have healthy relationships with the types of 
on and off-trade businesses in which you want your 
wine to be placed? 


* What are their other product lines, and do those 
lines compete with your products? 
* What is the state of their financial health? 


e What after-sales services do they provide? 


“Finding an importer that's not 

restricted to off-premise or on- ) 
premise. Finding someone who 

does sell online or has a private 


wine club for example, and also sells to 
hotels and restaurants. Someone who does 
the whole kit and kaboodle is...ideal.” 

Sally Townsend, DTI Regional Director for Japan 


and South Korea (click to listen to audio] 





4.2 Laws and Regulations 


The following is an overview of the duties, taxes, laws 
and regulations that wine importation is subject to in 
Japan. For more in-depth information, please refer to 
information found on the Wine Australia website or 
contact Wine Australia directly. 


The importation of alcoholic beverages into Japan are 
subject to the following laws and regulations; 


THE FOOD SANITATION ACT 


The Japanese Ministry of Health, Labour and Welfare 
(MHLW) administers the Food Sanitation Act and 
Regulations which outlines the standards and criteria for 
food safety and food additives. The National Taxations 
Agency (NTC) is responsible for approving production 
processes and approved additives for alcoholic 
beverages. 





Wine Importers will need to submit the following 
documentation to the MHLW to ensure they are fully 
compliant with the Act; 


e a Notification Form for Import 


* product information on ingredients 
and manufacturing method 


* additives used (if any) 
* analysis report 
* container/packaging details 


* other relevant information 


The Australian Wine Research Institute (AWRI) provides 
comprehensive information on types of additives 
restricted for use in wine for Japan. 





Wine suppliers need to arrange and submit a Japanese 
Export Certificate confirming the results of an analysis 
for certain additives and residues. Wine Australia 
suggests the analysis and report be conducted by a 
laboratory in Australia accredited by the MHLW before 
shipment. In Australia, the relevant laboratories are 
NATA registered laboratories, of which the AWRI is one. 
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4.2 (continued) 


THE FOOD LABELLING ACT loads), importers often request wine suppliers to 
arrange to have the Japanese label affixed to bottles 


The Japanese Consumer Affairs Agency (CAA) sets priorto Shipment, 


labelling standards for food and beverage products, 

and this includes wine. The following information is 
mandatory and must appear in Japanese, using wording 
that is clear and easy to read and understand: 





Australian suppliers should discuss labelling 
requirements and labelling design with importers prior to 
preparation to avoid double handling if labels don’t meet 
Japanese requirements. Some importers may arrange 


labelling and place these on the bottles in Japan. 
e the importer/distributor company name and address 


e the name of the product (e.g. ‘Wine’, ‘Fruit Wine’ 


or ‘Sweetened Fruit Wine’) TS Ste Aer 


* volume in millilitres or litres The Customs Act outlines the proper management 


e the percentage of alcohol contained of the customs procedures, the formalities around 
e information on additives including allergens determination, payment, collection and refund of 
e a Carbonated Products Statement customs duty and for exportation and importation 
of goods. 
e warnings about underage drinking, and 
e geographical information about where the wine was Customs duties (including tariffs) apply to any and all 
produced (country of origin) products imported into Japan and are imposed based 
on Cost, Import and Freight (CIF) price under the 
Optional labelling items such as the brand name, name Customs Act. Australian wines can take advantage of 
and address of the Australian producer, GI, vintage or the benefit of tariff concessions under the JAEPA. 


variety may appear on the label in English. 


The details around Japan’s Customs fees can be 
When the volume of the shipment is large (container viewed on the Japan Customs website. 
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BOTTLE WINE AND SPARKLING WINE HS CODES AND TARIFF RATES 





HS Code Before : . : 

HS Code Description JAEPA 15 Jan 2015 1 April 2019 1 April 2020 1 April 2021 

0 0 0 0 

220421020 Bottled 15% or 125 13.10% or 3.8% or 125 1.9% or 125 0.00% 
Wine yen/l 125 yen/l yen/l yen/l 

220410000 d 182 yen/l 159.25 yen/| ^ 45.5 yen/l 22.75 yen/l 0 yen/l 
Sherry, port, 
and other 

220421010 fortified 42.4 yen/| 93.33 yen/l 0 yen/l 0 yen/l 0 yen/l 
wines 


Source: Japan-Australia Economic Partnership Agreement Wine and Cider to Japan 
(via https://www.austrade.gov.au/Australian/Export/Export-markets/Countries/Japan/Industries/Wine#1) 





CONSUMPTION TAX ACT 


Consumption tax (value-added tax or VAT) is levied 
when a business enterprise transfers goods, provides 
services, or imports goods into Japan. It is payable on 
any “compensation received by business enterprises 
for the transfer or use of assets and the provision of 
services in Japan”, and on “imports of goods (at cargo 
retrieval from the bonded zone)” xxxi. 


Since Consumption Tax is assessed at several 
transaction stages (B2B transactions such as 
manufacturing, wholesale as well as B2C), it also 
contains a scheme to avoid tax accumulation by way of 
deducting previously paid taxes on purchase. Price tags 
in Japan must include the Consumption Tax amount. 


As of 1 October 2019, the applicable rate (combined 
location and national Consumption Tax) has increased 
from 8 per cent to 10 per cent, but some exceptions 
still receive an 8 per cent tax (such as food and non- 
alcoholic beverages). 


LIQUOR TAXES ACT 


The Liquor Tax Act states that you can’t sell alcoholic 
beverages unless you have a wholesale dealer's licence 
for all alcoholic beverages, including imported products. 


Liquor tax is applied to all alcoholic beverages whether 
they are shipped from a manufacturing premises or 
imported and drawn from bonded areas. The rates are 
dependent on the category of liquor and the product’s 
alcohol content. In 2017 the Government of Japan 
revised the nation liquor tax law and rates will change in 
stages until 2026. As of 1 October 2020, the Liquor Tax 
on wine is JP¥ 90,000 per kilolitre. 


PACKAGE RECYCLING LAW 


The Package Recycling Law decrees that medium 

or large-scale business entities must recycle all 

paper and plastic packaging, glass bottles, steel and 
aluminium cans, PET bottles and other plastic and paper 
containers. The law excludes small-sized business 
entities, defined as manufacturing businesses with 
twenty or fewer employees and sales of JP¥ 240 million 
or less, and retail/wholesale services who have five or 
fewer employees and JP¥ 70 million or less in sales. 


Each segment of the supply chain who make or use 
packaging - manufacturers, distributors and retailers 

— are responsible for the recycling costs. Importers are 
also likely to be responsible for recycling costs, so this is 
something to be mindful of. Colourless glass bottles have 
a lower per kilo recycling fee imposed upon them, with 
green glass bottles posing the most significant problem 
as there is limited use for them as a recycled product. 
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4.3 Import certificates 
and procedures 


The Japanese Ministry of Finance and Japan Customs 
are responsible for clearance procedures and the 
collection of duties. The Ministry of Health, Labour and 
Welfare (MHLW) is responsible for ensuring imported 
food and beverages adhere to the laws in the Food 
Sanitation Act. 








Any person wishing to import goods into Japan must 
declare them to the Director-General of Customs and 
obtain an import permit after an examination of the goods 
has occurred. The formalities start with the lodging of an 
import declaration and end with the issuance of an import 
permit after the necessary examination and payment of 
Customs duty and excise tax. 


In 2020, more than 90 per cent of import procedures 
are computerised. 


JAPANESE IMPORT CERTIFICATE 


Before wine enters Japan, a Chemical Analysis must 
be completed by a MHLW approved or registered 
laboratory in Australia or Japan. It is the advice on 
export.business.gov.au that conducting the analysis in 
Australia makes for a more straightforward process. 
The MHLW have advised that certificates are valid for 
one year from the date of issue. 


For a list of requirements for the Chemical Analysis, 
we refer you to the Wine Australia Japan Export 
Market Guide. 
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JAEPA ORIGIN CERTIFICATION DOCUMENT 


To take advantage of the reduced tariffs on Australian goods allowed as part of the Japan Australia Economic 
Partnership agreement exporters may complete an Origin Certification Document (OCD). This document can be 
prepared in any format but must include information under different data elements detailed in full below. 


Data Elements Description 


The name and address (required), and other contact details (optional), of the 


Exporter or producer details 
exporter or producer 


Gariifieation number A unique number assigned to each Certificate of Origin issued by the authorised 
body or other certification bodies of the exporting Party 

Description of good(s) including HS tariff classification number (six digits); number 
and kind of packages; marks and numbers on packages; weight (gross or net weight), 
quantity (quantity unit) or other measurements (litres, m3, etc.); invoice number(s) and 
date(s), or sufficient details to identify the consignment 


Description of good(s) 
and HS tariff classification 
number 


Applicable origin criterion (WO, PE, or PSR). The rules of origin are contained in 
Chapter 3 (Rules of Origin) and Annex 2 (Product Specific Rules). NOTE: In order to be 
entitled to preferential tariff treatment, each good must meet at least one of the criteria 
below. Preference criteria: WO The good is wholly obtained in the Party, as provided 
for in Article 3.3 (Rules of Origin - Wholly Obtained Goods) of this Agreement. PE 
Preference criteria The good is produced entirely in the Party exclusively from originating materials of 
the Party. PSR The good satisfies all applicable requirements of Annex 2 (Product 
Specific Rules), as a result of processes performed entirely in one or both Parties 
by one or more producers, and the last process of production of the good, other 
than the operations provided for in Article 3.7 (Rules of Origin - Non-Qualifying 
Operations) of this Agreement, was performed in the exporting Party 


Specifications of any other applicable origin criteria or requirements, including the 
indication of the application of de minimis or accumulation, and the usage of non- 
party invoice, retrospective issuance and its date of shipment, duplication of the 
original certification of origin, if applicable, or other indication agreed by the Parties 


Other 


Declaration by the exporter, or producer or their authorised representative stating 
Declaration that the good(s) is (are) (an) originating good(s) for the purposes of the Australia 
Japan Economic Partnership Agreement 


Certification by the authorised body or other certification bodies of the exporting 
Certification Party that, based on the evidence provided, the goods specified in the Certificate 
of Origin meet all the relevant requirements of Chapter 3 (Rules of Origin) 


The wording in the table above is taken directly from the Australian Government Department of Foreign Affairs and 
Trade’s Guide to using the JAEPA to import and export goods which you can download here. A sample OCD, agreed 
upon by Australia and Japan, can be downloaded from the same website. 


OCD's are valid for 12 months and apply to a single consignment. Exporters or producers must maintain all records 
needed to demonstrate their goods’ origin for five years from the date the OCD is completed. 
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4.3 (continued) 


MHLW FOOD SAFETY QUARANTINE 


All food, including wine, imported into Japan, will undergo 
a food safety inspection at the MHLW quarantine station. 
It is the importer’s responsibility to submit a ‘Notification 


The ‘Notification Form for Importation of Food’ can be 
submitted electronically through the Nippon Automated 
Cargo and Port Consolidated System (NACCS) and 








Form for Importation of Foods’ along with any other 
additional documentation the quarantine station may 
request. These may include an ingredient list including 
food additives or a manufacturing process flowchart. 
For an example of an ingredient list, please see Wine 
Australia’s Australia Japan Export Market Guide. 








Consultation at an imported fo 


Prior Consultation 


Preparation of Documents for Import Notification 


Arrival of Cargo 


Import Notification 


Document Examination at a 


MHLW Quarantine Station 


+ 


Inspection Unnecessary 





Administration Inspection 


(Monitoring Inspection) 





can be submitted up to seven days before the goods’ 
arrival date. 


Below is a flow chart of the Procedures of Import 


Notification of Foods and Related Products from the 
Japanese Ministry of Health, Labour and Welfare. 


ods inspection section 


of the quarantine station prior to the import 


Notification Form for Importation of Foods, etc 
Other Documents 


° Information on materials, ingredients, and 
manufacturing method 


Sanitary (Health) Certificate (if necessary) 
Self-inspection Results (if necessary) 


Submission of a Notification Form for Importation of 
Foods, etc or on-line import notification 


ーー Inspection Required = 


Designated 
Inspection 
Laboratory 


Ordered Inspection 


or 


Quarantine 
Station 


Quarantine 
Station 


Administration Inspection other 


than Monitoring Inspection 





Passed Rejected 


222 


Issuance of a Certificate of Notification 
Customs Clearance 
Domestic Distribution 


Source: www 


.mhlw.go.jp 


Disposal, re-ship, etc of the Cargo 
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As outlined in the flow chart, in some cases the 
consignment may be required to undergo a Food 

Safety Inspection. An inspection can be triggered by 
previous non-compliance, by the particular products 
being imported or the place of manufacture. The MHLW 
publishes a list of violations as well as target products, 
exporters and countries for their random auditing program 


each year. There are three types of Food Safety Inspection. 


e Self-Inspection - a food safety test that voluntary 
and arranged by the importer 


* Ordered Inspection 


* Monitoring Inspection - the MHLW random 
auditing program 


Further information about Food Safety Inspections can 


be found in Wine Australia's Japan Export Market Guide. 





CUSTOMS CLEARANCE AND DOCUMENTATION 


After being cleared from the quarantine station 
an Import Declaration to Customs will need to be 
submitted by the importer or their Customs broker. 


Again, this application can be submitted through Nippon 


Automated Cargo and Port Consolidated System 
NACCS, up to two weeks before the goods’ arrival date. 





All documents related to the consignment will be 
inspected, and the goods may be subject to a Customs 
Inspection before all taxes are paid, and an Import 
Permit is issued. 


There are seven documents that if applicable must 
accompany the Import Declaration; 


1.Invoice 

2.Bill of Lading or Sea Way Bill/Air Way Bill 

3. Certificate of Origin (OCD) 

4.Packing lists, freight accounts, insurance certificates 
(where necessary) 

5.Licences or certificated required by other applicable 
laws (i.e. Certificate of Notification for foods) 

6. Statement on the reduction of or exemption from 
customs duties and excise tax (when applicable) 

7. Customs duty payment slips (when goods are 
dutiable) xxxi 


SAMPLES AND TRADE SAMPLES 


The tax-free allowance for imported alcoholic beverages 
for personal use is three x 750ml bottles and must be 10 
kg or less. If the total value does not exceed JPY 10,000 
(AUS 131.95), it is exempt from customs duties and 
consumption tax, but liquor tax still applied. 


For trade samples, Wine Australia recommends the use 
of a customs broker or freight forwarder (trade shows 
often employ a freight forwarder) to handle shipping. 
The documentation required for samples used (tasted 
or distributed) at trade shows differs from samples used 
for display only. 


For the required documentation for samples not for 
sale as well as the related duties, please refer to Wine 
Australia's Japan Export Market Guide. 
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4.4 Contracts 


It is highly advised that all South Australian wine 
businesses spend time investigating the Japanese 
market and obtain professional advice where appropriate 
before establishing any business relationships. It is 

best to engage legal support from a company that has 
experience in, and an understanding of, business law 

in the Japanese market and accounting and foreign 
exchange professionals who can help you to streamline 
your business’ regulatory and taxation compliance. 


Japan is generally a low-risk destination for doing 
business as typically contracts are easily enforceable. 
Corruption is minimal in Japan, and Transparency 
International 2019 ranks Japan 20th out of 180 countries 
by for control of corruption with a score of 73/100 
(Australia scored 77/100 in 2019), an equal fourth- 

best rating in the Asia-Pacific. Japan is typically a less 
litigious jurisdiction than other developed economies. 
The World Bank provides annual reports on the ease of 
doing business in Japan, including dispute resolution in 
comparison to other economies. 





Should your business require referrals to legal or other 
professional services firms, Austrade is well placed to 
assist in your particular circumstances. 


4.5 Intellectual Property 


As Intellectual Property (IP) registration and protection 
can be a complicated process in an international 
context, it is recommended that you seek advice from an 
IP professional. 


The best place to start your preliminary research around 
Intellectual Property in Japan - designs, trademarks, 
copyright and patents - is via the IP Australia 
government website. Here you will find all the specifics 
on how to take your Intellectual Property global. The 
Japan-specific page is linked below. 


https://www.ipaustralia.gov.au/understanding-ip/taking- 
your-ip-global/ip-protection-japan 
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4.6 Marketing 
and Advertising 


Given the maturity of the Japanese beverage market, 
local consumers have a vast array of choice when 
purchasing products. As a result, competition for the 
attention of wine consumers is fierce. 


The best way to deal with the complexities of marketing 
and advertising in Japan is to collaborate with those with 
local knowledge. Work with your Japanese distributor 

to create a comprehensive marketing plan, including 
elements such as your brand identity, stakeholder 
management, public relations, media (traditional, digital 
and social), and your product/brand value proposition. 


wine, and might offer some AMP 
(Advertising, Marketing, Promotion) 
discount. We're asking them to use 


“We sell them (our distributor) the ) 


that saving and reinvest that in ways they 
think they can get value.” 
James Lindner, Family Proprietor/Sales & Marketing, 


Langmeil Barossa (click to listen to audio] 





The use of online marketing channels has been 

slower to take off in Japan compared with most other 
advanced economies. At the same time, the popularity 
of traditional media such as print newspapers and 
magazines has not declined as rapidly, suggesting that 
a two-pronged approach to traditional and digital media 
will need to be considered. 


Whether using traditional or digital media, having your 
marketing material (tasting notes, brand story) translated 
into Japanese is essential. Again, it is best to work with 
your distributor or a bilingual wine professional so that 
wine vocabulary can be accurately translated. The level 
of detail achievable in Japanese-language digital media 
marketing (Japanese characters allow more to be said 
with fewer words) could translate to higher engagement, 
click-through rates and sales conversions. 


Japanese language, culture and symbolism need to be 
considered when marketing and advertising in Japan. 
Ensuring your brand name and any symbols or colours 
you use have no negative connotations in Japanese 
culture is critical to your brand success. 





There is no specific legislation on alcohol advertising 

in Japan, but the alcohol industry does have a self- 
regulatory code. You can view the ‘Voluntary Code 
For The Advertising And Marketing Of Alcohol 
Beverages And The Labelling Of Alcohol Beverage 
Containers’ via the Japan Wines and Spirits Importers’ 
Association website. 





PACKAGING 


Doing business in Japan requires a fine-tuned, 
sophisticated approach to wine marketing in all aspects, 
and there is no more critical marketing element than 

the labelling and packaging of your wine products. 

The Japanese have a strong sense of aesthetics, style 
and elegance and like to purchase products that have 
refined packaging. 


Alongside aesthetically pleasing label design it is also 
imperative that wine packaging is kept intact — peeling, 
scratched and blemished labels will be sent back to the 
exporter by Japanese distributors for replacement. 


«: 


If there is so much as a scratch or a blemish 
on a label then they’re not very accepting.” 
Sam Holmes, General Manager Asia Pacific, 


“(The Japanese) really do like 
good, clean packaging - they 

like gift boxing, they like things 
wrapped and presented really well. 


Negociants International (click to listen to audio] 


Symbolism is particularly important in Japan, 
particularly when it comes to meanings associated with 
numbers and colours. The number 4 can be pronounced 
in a way that reminds people of the word for death, so is 
viewed negatively. The Western idea that 13 brings bad 
luck has also been imported to Japan. Unsurprisingly, 
red and white are auspicious colours in Japan, signifying 
good luck. 


Middle-aged and older Japanese wine consumers still 
have a slight preference for natural cork closures, but 
screwcaps have become more accepted in recent years. 
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4.6 (continued) 


Japan is the largest destination for Australian exports 

in alternative packaging taking up a 40 per cent share. 
80 per cent of the alternative packaging exports to 
Japan is wine packaged in a can xxxii. More specifically, 
Japan is the largest destination for Australian exports 

in 250ml cans, worth more than $2 million in 2018-19 
xxxiii. The acceptance of wine in cans in the Japanese 
market reflects their love of convenience and of vending 
machines (there are 5.5 million vending machines 

in Japan or one machine for every 23 people). Very 
generally, wine packaged in cans has lower alcohol 

and higher acid, attributes that also reflect Japanese 
consumer preferences. Wine in cans makes up 98 per 
cent of the alternative packaging exports to Japan in 
value, but 5 per cent in total packaged wines xxxiii. 


SOCIAL MEDIA 


Japanese social media has some unique aspects, and 
keeping these aspects in mind is the key to using social 
media to reach Japanese consumers. While the overall 
impact social media has had in Japan has been similar 
to what Australians have experienced, such as the 
widespread adoption of the biggest platforms, a few 
notable differences exist. One of the ways Japanese 
people interact with social media that differs from 
much of the western world is that Japanese users are 
private and are reluctant to put personal information 
on any of the platforms they use. Japanese users 
are less inclined to post a picture with their faces being 
shown, and it is more common to ask for permission 
before sharing images of others or content created by 
others. While Japanese users tend to be more self- 
conscious about how they present on social media 
compared to western users, generally they enjoy using 
and socialising on the various platforms the same way 
as their western counterparts. 


LINE is by far the most popular messaging app in 
Japan. It is an app which functions primarily as a 
communication tool similar to WhatsApp, KakaoTalk, 

or WeChat. Approximately 84 million Japanese people 
actively use LINE, and users represent all segments of 
the community. LINE serves as the primary messaging 
app for many Japanese people when there is a natural 
disaster, with the 2011 Tohoku Earthquake partially 
responsible for its tremendous adoption as it was one of 
the few reliable means of communicating at the time. 


Because the highest concentration of LINE users 

are based in Japan, visiting foreigners are usually 
encouraged to install the app to connect with Japanese 
people they meet and to conduct business. In more 
recent years, LINE has branched into offering various 
integrations, such as mobile payment and ride-hailing 
functionality. 


After the United States, Japan is the country with the 
second-most Twitter users (October 2020). Twitter is 
the second most popular social network in Japan and 
has more than 50 million users, with male and female 
users accounting for nearly equal proportions of that 
total. 70 per cent of all teenagers and people in their 
twenties have a Twitter account and one-third of people 
in their thirties tweet. Twitter is primarily used to be 
social, to catch up on the latest trends, and to stay 
informed of current events. Twitter in Japan serves as 

a tool for users to connect with people who share the 
same interests. Similar to LINE, many Japanese users 
rely on Twitter to get emergency earthquake alerts - the 
10th most-followed account on Twitter in Japan being 
the "Emergency Earthquake Alert" account - as well as 
weather alerts, traffic updates and train delay information. 


Facebook is the 3rd most used social media network in 
Japan, despite being the biggest social network globally. 
The user demographic is comprised primarily of those 
aged between 20 to 40. Much like in Australia, Facebook 
is mainly used for people to catch up with family and 
friends, while a few years back people were posting on 
Facebook more frequently and using the platform to let 
other users know what happened during their day. 


Instagram is one of the fastest-growing platforms in 
Japan and has a great deal of influence among users 
from the twenty-year-old to forty-year-old age group 
that make up its largest user demographic. Instagram 
is used primarily to stay abreast of the latest fashion 
trends and pop culture. 


YouTube and TikTok use in Japan also rate mentions. 
The number of monthly YouTube users in Japan is 

62 million, which means almost 60 per cent of the 
population watches at least one video every month. 

At one point around a third of TikTok’s downloads were 
coming from Japan, although it's social media market 
share remains low. 
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4.7 Business culture 
and etiquette 





Business etiquette and practices are essential to 
observe when in Japan or doing business remotely. 
While Japanese people have become more open to the 
ways of other cultures, traditional Japanese principles 
continue to underpin many business practices. 


Culturally, Japan is a more relationship-oriented than 
Australia, and this becomes obvious when doing 
business. Japanese businesses want to know and 
trust someone before they work with them. The 
product you can offer is important, but if a potential 
Japanese business partner does not feel they know you, 
they are unlikely to do business with you. Relationships 
are developed through less formal social gatherings and 
generally involve a lot of eating and drinking. 


Wine businesses should still send the most senior 
person possible to Japan to avoid insult and to 
maintain positive relationships. If the most senior person 
is not available or does not have the specific expertise 
required for the business being conducted, you might 
consider giving the employee with the most knowledge 
of the relevant issues a high-status title. 


The Japanese are incredibly polite and place high 
importance on respect. Respect for age and status is 
paramount in Japanese culture, and hierarchy affects 
all aspects of social interactions. The Japanese are most 
comfortable interacting with someone they consider 
their equal vii. It is also common to be showered with 
compliments by your Japanese host, while they remain 
humble and play down their achievements. It is important 
in these situations to also remain modest. 


The Japanese place a premium on trust, and in 
business, they appreciate honest communication. A 
conscious effort should be made to nurture relationships 
even after business ties have been established. 


Punctuality is essential, and it is usual to arrive at a 
meeting at least a few minutes before the agreed time. If 
you are running late, it is a must to call ahead and advise 
of your estimated time of arrival. All appointments (even 
social ones) should be arranged prior to your arrival, and 
you are likely to be provided with a prearranged and full 
(back-to-back) itinerary. If you are travelling with family, it 
is inappropriate to take spouses or children to business 
meetings, and it is also not common for spouses to be 
invited out for business dinners. 


Business meetings always begin with the exchange 
of business cards, which are given and received 

in both hands and laid respectfully on the table. A 
slight bow as a form of respect is usual, before taking 

a few seconds to review the names and titles on each 
card. If you are sitting down, place the card on the 


“Their itinerary will be to the minute, they'll be well presented and fully engaged, and 
they'll expect you to be the same. If they say they're going to be in the lobby at 11.04 am, 


they'll be in the lobby at 11.02 am to leave the lobby at 11.04 am.” 


Sam Holmes, General Manager Asia Pacific, Negociants International (click to listen to audio] 
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4.7 (continued) 


table in front of you for the duration of the meeting with 
the most senior counterpart’s card at the top. Do not 
place documents on top of business cards when on 

the table, and do not put cards away in your pocket or 
write on them. Make sure your own cards are of high 
quality and in good condition as this will reflect on your 
professionalism. Consider having Japanese translations 
on one side of your business cards if you are going to be 
making regular business trips to Japan. 


Marketing material such as product brochures and a 
company profile should be taken with you when you visit 
a Japanese company for the first time (it depends on 
the company as to whether these materials should be 
translated into Japanese or in English). 


The Japanese equate being indirect with being polite, 
so starting a business meeting with ‘small talk’ is 
recommended vii. While business meetings during the 
day can appear slow and unproductive, night-time 
drinking and dinners are often more open and direct. 
Sometimes Australians can interpret indirectness as 
indecisiveness or non-commitment from the Japanese 
side, but it pays to be patient. Conflict avoidance is also 
an important aspect of Japanese culture, so Japanese 


CONSISTENCY AND 
TRANSPARENCY IN 
RELATIONSHIPS ARE OF 
THE KEYS TO MAINTAINING 
SUCCESSFUL BUSINESS 
RELATIONSHIPS IN JAPAN. 


businesspeople may agree to an offer face-to-face 
that they have no intention of accepting. If a meeting 
is conducted in English, speak clearly and avoid 
Australian colloquialisms. 


Seating arrangements are used in formal business 
meetings, so wait to be told where to sit by your hosts. 
The most important guest sits furthest from the door, 
and the host sits closest to the door vii. Gifts, particularly 
during the first meeting are not necessary but small 
gifts, such as company pens, can be presented once 

a business relationship is formed. Any gift should be 
packaged and presented impeccably. 


For Australian businesspeople, extending a simple 
handshake when greeting and saying goodbye is fine but 
don’t shake hands and bow at the same time. 


Consistency and transparency in relationships are of the 
keys to maintaining successful business relationships 

in Japan. Documenting agreements to reflect the needs 
and expectations of both parties will help to avoid 
problems later vii. Keep Japanese partners informed 

of key personnel changes, and train new staff, so 
consistency is maintained, and expectations remain met. 
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Demonstrating what you know about the country’s 
geography and history will impress your hosts and 
may open up greater communication. Doing some travel 
around Japan will also serve you well, particularly during 
‘small talk’. 


Appearances are very important, and Japanese 
people tend to dress more formally than Australians, 
particularly Australians who work in the wine 
industry. Japanese business attire is conservative, 

and business people generally practice conformity 
rather than individual expression. Men should wear 

dark coloured business suits with ties and white shirts. 
Women should also dress conservatively. 


LANGUAGE, INTERPRETING AND TRANSLATION 


Japanese is the national language and is spoken 
throughout the country, though there are some regional 
variations. Learning at least some basic Japanese 
is advisable if you are planning to do business in 
Japan. Not only will this make certain aspects of doing 
business more manageable, but it will also establish a 
positive first impression. Even though English is taught 
in all Japanese schools, many Japanese 


people speak little or no English or lack the confidence 
to do so. If you are dealing with a large company with 
international experience, you will likely be dealing with 
English speakers. But do not expect all your Japanese 
counterparts to be fluent in English, especially if they 
are older. 


In most business situations, having an interpreter is 
not necessary. But it can be an advantage in complex 
negotiations and can also help translate any cultural 
nuances with which you are unfamiliar. An interpreter 
used for business should be professionally trained and 
experienced, as you need to trust and have confidence 
in them. They should have some wine knowledge to be 
equipped to translate wine terminology, or they should 
be fully briefed and provided with a list of vocabulary 
well in advance. 


Be mindful that interpreting and translating are 
two different disciplines. Interpreters are for 
oral interpreting and translators are for written 
translation. Although many people have both skills, 
some of them specialise in one field. 
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